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Massachusetts  Maple  Flows  Into  the  Culinary  Mainstream 


For  the  second   year  in   a 
row.         Governor        Paul 
Cellucci    has    proclaimed 
March     Massachusetts     Maple 
Month.   To  highlight  the  value 
and  importance  of  the  state's 
maple  industry,  the 

Massachusetts  Maple     > 

Producers  Association  (AAMPA), 
in  conjunction  with  the 
Massachusetts  Department  of  Food 
and  Agriculture  (MDFA),  designed 
this  promotional  campaign  to 
demonstrate  that  maple  isn't  just  a 
breakfast  or  dessert  ingredient.  Jonathan 
L.  Healy,  State  Commissioner  of  Food 
and  Agriculture  explains,  "Massachusetts 
Maple  Month  not  only  highlights  the  fact 
that  the  Bay  State  has  an  active  maple 
sug'::ring   industry,   but  also  that  maple 


syrup   can    be    an    interesting 
ngredient  in  many  types  of 
cuisine." 

The  official  kick- 
off  was  held  on  February 
23"*  at  the  North  Hadley 
Sugar  Shack  in  Hadley, 
Massachusetts  with  a 
ceremonial  tree  tapping  and 
a  maple-inspired  luncheon 
prepared  by  Chef  Terry  Dusell 
of  the  Deerfield  Inn.  The  menu 
featured  hot  apple  maple  cider,  maple 
cornbread,  butternut  bisque  with  maple 
and  apples,  baked  cod  with  cumin  and 
maple  glaze,  maple  barbeque  pork, 
maple  glazed  turnips,  maple  braised 
onions  with  bacon,  maple  baked  lima 
beans  and  coffee  with  maple  sugar. 
Martha    Boisvert   of   the    North    Hadley 


Stakeholders  Would  Welcome  a  Boston 
Public  Market 


An  indoor  year-round  public  market 
would  be  o  welcome  addition  to 
the  Boston  landscape,  according 
to  a  study  generated  by  the 
Massachusetts  Department  of  Food  and 
Agriculture  (MDFA)  and  the  Friends  of 
the  Boston  Public  Morket. 

Public  markets  are  an  age-old 
European  tradition  currently  gaining 
favor  in  cities  on  this  continent,  and 
proponents  voiced  their  support  for  the 
redevelopment  of  the  concept  in  Boston. 
This  type  of  market  would  allow  Boston 
chefs  and  others  in  the  food  service 
industry  to  enjoy  what  other  cities  like 
Seattle  and  New  York  already  do:  to 
buy  locally  grown  products  throughout 


the  year. 

Consumers 

were  surveyed 

at  several 

Boston 

farmers' 

markets     and 

most      would 

like  a   permanent  public  market  that 

offers  fresh  Massachusetts'  fruits  and 

vegetables,  seafood,  fresh  meats  and 

poultry,     dairy     and     egg     products, 

specialty      foods      and      horticultural 

products. 

According  to  the  study,  funded 

PUBLIC  MARKET,  cont.  on  pg  3 


Sugar  Shack  not  only  participates  in 
the  campaign,  but  has  received  valuable 
business  advice  from  the  Deerfield  Inn 
on  how  to  develop  a  stronger  market 
for  their  syrup.  Karl  Sabo,  Innkeeper 
at  the  Deerfield  Inn  says,  "We  are- 
delighted  to  be  able  to  participate  and  we 
believe  the  state  is  supporting  a  wonderful 
industry  when  it  puts  its  marketing  dollars 
behind  promoting  this  vital  aspect  of  agri- 
tourism." 

A  total  of  27  restaurants  from 
Boston  to  the  Berkshires  have  partnered 
with  1 7  Bay  State  maple  sugar  producers 
and  will  offer  hnaple  infused-menus  to 
celebrate  Massachusetts  Maple  Month. 
Aura,  located  at  the  Seaport  Hotel  in 
Boston,  will  offer  mqple  glazed  Long 
Island  duck  and  arugula  salad,  maple 
roasted  venison  with  apples,  parsnip 
mashed  potatoes  and  creamed  shallots, 
and  maple  creme  brulee  with  spiced 
pecans.  Partnered  with  The  Warren 
Farm  &  Sugarhouse  in  North  Brookfield, 
Aura's  Executive  Chef  Ed  Doyle  says, 
"Massachusetts  Maple  Month  is  consistent 
with  our  efforts  to  feature  the  best  local 
products  on  our  menus  and  as  we  start 
to  emerge  from  the  depths  of  winter,  it's 
truly  a  harbinger  of  spring." 

Pure  maple  syrup  is  available  in 
different  USDA  standards.  Table  grades 
include  USDA  Grade  A  light,  medium 
and  dark  amber.  The  light  amber  has  a 
more  delicate  flavor  and  is  used  to  make 
maple  cream  and  maple  candy  early  in 
the  season.  USDA  Grade  B  is  a  stronger, 
dark  syrup  made  late  in  the  season  and 
is  traditionally  used  in  cooking.  Medium 
and  dark  amber  are  the  most  widely 
available  types  of  Grade  B  maple. 

As    one    of    10    major    maple- 
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The  Fresh  Connection 


The  Incredible  Massachusetts  Egg 


Massachusetts 
is  home  to 
more  than 
512,000  laying  hens 
that  produce  1 1 
million  dozen  eggs 
per  year.  Eggs  are 
one  of  the  state's 
most  versatile  and 
prominent  farm 

products. 

The  color  of  the  eggs 
depends  on  the  breed  of  the  hen. 
The  Rhode  Island  Red  hen  lays 
brown  eggs  and  is  a  heavier  and 
heartier  hen  that  tends  to  fare 
better  in  the  Northeastern  climate. 
As  a  result,  brown  eggs  dominate 
grocery  store  shelves  in 
Massachusetts.  The  Massachusetts 
egg  supply  is  85  percent  brown, 
and     15     percent     white.  Egg 

producers  can  choose  to  enter  the 
"Massachusetts  produced. ..and 
Fresher!"  program,  which  demands 
strict  inspection  standards  by  the 
state  Department  of  Food  and 
Agriculture.  The  standards  exceed 
those  of  the  USDA  and  require  a 
high  percentage  of  Grade  AA  fresh 
product.  These  eggs  are  labeled 
with  the  Massachusetts  Produced 
and  Fresher  logo  on  the  carton. 

Buying  locally  produced 
eggs  will  help  keep  local  business 
alive  and  able  to  provide  fresh, 
quality  products  to  the  market. 

Diemand  Egg  Farm  in 
Millers  Falls  is  a  family-run  farm 
purchased  in  1936.  It  is  home  to 
15,000  laying  hens  and  is  one  of 
the  few  egg  producers  that  raise 
their  own  chicks,  in  addition  to 
producing,  grading,  packaging  and 
delivering  their  own  eggs.  Anne 
Diemand  is  one  of  12  children  (an 
even  dozen!)  and  works  full  time  on 
the  family's  farm. 

Massachusetts  is  also  home 
to  the  only  large-scale  organic  egg 
producer.  The  Country  Hen  in 
Hubbardston.   Owner  George  Bass 


explained  that  they 
were  the  first 

company  to  test  and 
produce  eggs  rich  in 
Omega-3,  an 

essential    fatty    acid. 
The     Country     Hen's 
70,000     layers     eat 
'^  certified  organic  feed 

and    walk    freely    in 
barns     with     natural 
lighting. 

Nutritionally,  eggs  pack  an 
abundance  of  power  in  one  shell. 
Eggs  are  65  percent  water,  12 
percent  protein  (found  in  the  whites) 
and  1 1  percent  fat  (found  almost 
entirely  in  the  yolk).  The  yolk  is 
also  rich  in  the  fat-soluble  vitamins 
A,  D,  E  and  K  and  in  lecithin, 
an  emulsifier.  Egg  whites  have 
the  highest  biological  value  of  any 
single  food  protein,  which  means 
they  can  efficiently  transform  food 
protein  into  body  proteins.  There 
are  approximately  80  calories  in 
one  egg. 

Past  publicity  about  the 
high  level  of  cholesterol  found  in 
eggs  (210  mg  per  yolk)  hod  scared 
many  people  away  from  eggs  and 
as  a  result,  egg  consumption 
declined. 

According  to  Dr.  Jeanne 
Goldberg,  Registered  Dietitian, 
Professor  and  Director  of  the  Center 
on  Nutrition  Communication  at 
Tufts  University  School  of  Nutrition 
Science  and  Policy,  egg 
consumption  is  slowly  on  the  rise. 
"It's  interesting  to  see  what  happens 
when  a  nutrient  dense  food  gets 
a  bad  rap.  Eggs  are  an  excellent 
food  that,  like  other  foods,  should 
be  eaten  in  moderation  as  part  of 
a  well-balanced  diet." 

To  keep  eggs  fresh,  store, 
large  end  up  in  the  refrigerator, 
covered  or  in  the  carton  and  use 
within  a  few  weeks  after  purchase. 
The  egg's  porous  shell  allows 
carbon  dioxide  to  escape,  which 
causes  the  egg  to   become  more 


alkaline.  They  continue  to  lose 
flavor  and  moisture  and  can  pick 
up  strong  odors  if  left  uncovered. 

The  following  egg 

producers  in  Massachusetts  sell 
directly  to  restaurants.  Those 
marked  with  an  (*)  are  certified 
as  Massachusetts  Produced  and 
Fresher.  For  a  complete  listing  of 
Massachusetts  egg  producers,  call 
Anneli  Johnson  at  (617)  626-1755 
or  visit  www.massgrown.org. 
Berkshire  County:  *Otis  Poultry 
Farm,  Inc.,  Otis,  MA,  (413) 
269-4438;  *Rock  Ridge  Farm, 
Richmond,  MA,  (413)  698-2747. 
Franklin  County:  *Diemand  Egg 
Farm,  Millers  Falls,  MA,  (978) 
544-3806.  Worcester  County: 
The  Country  Hen,  Hubbardston, 
AAA,  (978)  928-5333;  *Aro's  Poultry 
Farm,  Lunenburg,  MA,  (978) 
582-6179;  Ferrucci  Egg  Farm, 
Milford,  MA,  (508)  473-7015. 


MAPLE,  cont.  from  pg  1 

producing  states,  Massachusetts  more 
than  200  maple  farmers  produce 
40,000  to  50,000  gallons  of  maple 
syrup "  every  season.  The  season 
usually  begins  at  the  end  of  February 
and  continues  through  early  April 
with  a  value  between  $1.6  million 
and  $2  million.  The  warm  days 
and  cold  nights  jumpstarts  the  maple 
tree  sap  marking  the  beginning  of 
Massachusetts'  agricultural  season. 
The  maple  industry  not  only  helps 
maintain  thousands  of  acres  of  open 
space  in  the  Commonwealth,  it  also 
has  a  positive  impact  on  the  economy 
and  perpetuates  a  sweet  New  England 
tradition. 

For  more  information,  and 
a  complete  list  of  participating 
restaurants  and  their  partnering 
sugarhouses  visit  the  Massachusetts 
Maple  Producers  Association's  website 
at  www.massmaple.org  or  call  toll- 
free  at  1-877-MASSGROWN  (1-877- 
627-7476).  A  brochure  featuring 
maple  recipes  is  also  available. 
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in  part  by  the  U.S.  Department 
of  Agriculture,  a  Boston  Public 
Market  development  could 
generate  $16  to  $20  million  in 
primary  returns  to  producers  and 
vendors,  local  businesses  and  the 
market  itself.  It  would  allow  direct 
employment  of  250  full-time 
workers  and  200  part-time 
workers  and  provide  earnings  of 
more  than  $7  million  annually, 
and  would  attract  about  1 .8 
million  shoppers  per  year.  The 
Public  Market  would  stimulate  an 
additional  $15  to  $20  million 
a  year  in  spending  at  shops, 
boutiques,  cafes  and  other  nearby 
small  businesses  and  it  would 
attract  additional  retail,  service 
and  other  activities  to  locate  in 
the  vicinity.  Direct  and  indirect 
impacts  and  multiplier  effects  are 
estimated  to  generate  a  total 
impact  of  $60  to  $80  million 
annually  for  the  city  of  Boston. 

A  market  would  include 
20  to  25  permanent  vendors  of 
fresh  fruit  and  vegetables, 
seafood,  meat,  poultry  and  dairy 
products    inside   the   year   round 
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indoor  market.  Approximately  20 
to  25  seasonal  vendors  of  fresh 
local  produce  would  participate 
outdoors  in  the  late  spring  to  late 
fall  season. 

The  market  would  also 
accommodate  specialty  grocers 
offering  a  wide  variety  of 
Massachusetts  specialty  food 
products.  A  wholesale  distribution 
center  and  two  restaurants  are 
being  considered  to  provide  internal 
funding     and     support.  These 

establishments  could  provide  up 
to  a  33  percent  subsidy  to  both 
permanent  and  seasonal  vendors. 

General  locations  for  the 
market  were  analyzed  in  this 
research      project.  A     central 

downtown  location  in  high-income 
neighborhoods  would  support  a 
mixed-use  public  market 

development  of  40,000  square  feet. 
A  more  decentralized  western  city 
location  with  moderate-income 
neighborhoods  would  support  an 
indoor,  year-round  farmers'  market 
concept  of  20,000  square  feet. 

The  Boston  Public  Market 
would  be  owned  and  operated  by  a 


combined  private/public 

development  corporation  or 
authority.  It  would  offer  high  quality 
local  produce,  foods  and 
horticultural  products  as  well  as 
neighborhood  revitalization,  a 
community  gathering  place,  a 
visitors  center  and  space  for 
educational  programs,  public 
meetings  and  events. 

Over  the  last  two  years, 
the  Friends  of  the  Boston  Public 
Market  have  gathered  to  discuss 
the  viability  of  this  project.  The 
group  represents  a  broad  range  of 
interests  from  government  agencies 
to  architects,  chefs,  a  legal  firm  and 
Boston  neighborhoods. 

The  study  was  made 
possible  through  funding  from  a 
U.  S.  Department  of  Food  and 
Agriculture  Federal  Marketing 
Improvement  Program  grant,  the 
City  of  Boston  and  Friends  of  the 
Public  Market. 

For  more  information 
contact  Janet  Christensen, 

617-626-1735,  or  email 

jchristensen@state.ma.us. 


Listing  Opportunity  for  Southeastern  MA 
Restaurants  and  Retail  Stores 


The  Southeastern 

Massachusetts  Agricultural 

Partnership  (SEAAAP)  is  currently 
expanding  the  successful  Heritage 
Farm  Coast  Harvest  Handbook  (year 
2000  distribution  was  20,000)  to 
include  all  of  Southeastern 
Massachusetts,  including  Bristol  and 
Plymouth  counties.  Cape  Cod  and 
the  Islands.  In  addition  to  locations 


of  farms,  restaurants  and  retail 
outlets  that  feature  locally  grown 
foods  will  be  included  this  year. 
If  you  would  like  to  have 
your  restaurant  or  retail  store  listed 
in  the  directory,  contact  Carol 
Hansen  at  SEMAP  at 

508-295-1481,  ext.  llBoremailat 
carol.hansen@mc1wesiware.fecusda.90v. 


Visit  Us  at  the  Expo! 

The  Massachusetts  Department  of  Food  and  Agriculture  will  host  a 
booth  at  the  New  England  Food  Service  and  Lodging  Expo  at  the 
Bayside  Exposition  Center  from  April  22-24,  2001 .  Come  visit  us  at 
booth  #5606  for  information  on  local  farm  products  and  specialty 
foods. 


Restaurant  Patrons  Prefer  Locally  Grown  Food 


Evidence  suggests  there  is  an 
advantage  to  offering  and 
promoting     locally     grov/n 
products  on  your  menus. 

In    December   of   2000, 
242     Franklin     and     Hampshire 
county  residents  v/ere  surveyed  by 
phone  to  see  hov/  the  community 
responded    to   the    "Be    a    local 
hero"  campaign  sponsored  by  the 
Community  Involved  In  Sustaining 
Agriculture     (CISA).     The     results 
should    convince    restaurateurs   to 
make      locally      grov/n      products 
available  to  their  customers.  Sixty- 
seven      percent     of     respondents 
believe    it    is    very    important    or 
somewhat  important  that 

restaurants  serve  locally  grov/n 
products.  Thirty-seven  percent 
would    be    much    more    likely    to 


patronize  restaurants  that  offered 
locally  grown  choices,  and  twenty- 
nine  percent  would  be  somewhat 
more  likely.  If  items  were  identified 
on  the  menu  as  locally  grown, 
over  seventy  percent  of  respondents 
would  be  more  likely  to  order  those 
dishes. 

Michael  Abbate,  Marketing 
Director  for  CISA,  comments  "The 
general  public  is  starting  to  pick-up 


on  what  many  chefs  and 
restaurateurs  have  known  for 
years  -  that  local  food  and  farm 
products  are  very  high  quality  and 
when  used  in  menu  items,  make 
for  a  more  memorable  dining 
experience." 

Community  Involved  In 
Sustaining  Agriculture  was 
founded  in  1 994  in  order  to 
help  farmers  thrive  and  succeed 
in  western  Massachusetts.  They 
began  the  "Be  a  local  hero, 
buy  locally  grown"  campaign  and 
continue  to  accomplish  their 
mission  by  working  closely  with 
researchers,  farmers,  educators 
and  consumers  to  promote  local 
agriculture. 
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